Abstract-Under the background of the rapid development of e-commerce in the current era, whether small and medium-sized enterprises can effectively develop e-commerce is the key to the survival and development of enterprises. In this study, taking Quanzhou's local enterprise, Goldeer Corporation as an example, we have collected 31,421 effective customer reviews from its Tmall flagship store. The total number of words is approximately 710,000. The content analysis method was used to study the samples. The results showed that: customers concern the actual effect of products the most; the speed of express delivery the second; packaging and branding the third; the price the last. Basing on the results, we have made some suggestions for the e-commerce development of small and medium-sized enterprises: 1. The utility of products should be put in the first place in e-commerce marketing; 2. Provide more convenient and efficient online shopping experience; 3. Pay attention to the consistency of product packaging and promotion, to enhance corporate branding; 4. Focus on products' cost performance and never fall into the whirlpool of price competition.
INTRODUCTION
Since it was proposed in Chinese first "the Eleventh FiveYear Plan of E-commerce Development"that e-commerce is a network-based new economic activity in June 2007, ecommerce as a core application of economic informatization has become the country's effective means to enhance economic competitiveness and gain global resource allocation. It has been widely recognized that by developing e-commerce we can save costs, expand marketing channels, optimize resource allocation and enhance corporate core competitiveness.
In recent years, in the southeast region of China, especially in Quanzhou, south of Fujian which has prosperous privatelyowned economy, small and medium-sized enterprises have become more aware of the importance of developing ecommerce. However, e-commerce has not been actually popularized among enterprises. And the enterprises which have already started e-commerce have failed to make effective use of various resources. To this end, the research on the obstacles to the implementation of e-commerce for small and medium-sized enterprises in Quanzhou is currently of great significance. We take Goldeer Corporation, a well-known privately owned enterprise in Fujian Province as an example, collect the customers' reviews in the official flagship store in Tmall Mall, use ROST software for analysis, discuss the problems existing in e-commerce development, and put forward strategies to solve the problems.
II. RESEARCH STATUS
In foreign countries, researchers often study factors that influence the implementation of e-commerce by small and medium-sized enterprises from the following aspects. The first one is using technology adoption model represented by Tarafda, Chircu, Kauffman, et al. [1] .The second is from the perspective of the impact on business performance of the implementation of e-commerce [2] represented by Tea, Wei, Chatterjee, et al.. These two studies mostly focused on technology and theory. Although the method, theory and results have got a breakthrough, they do not have universal significance because the studies are based on the special development period. Pateli believes that e-commerce is a recent phenomenon. The basis for its establishment is the widespread use of computers and networks. So far, there is no comprehensive theoretical system and implementation method [3] .
From the search results of CNKI data, as early as in 1998, some domestic scholars began to pay attention to e-commerce of small and medium-sized enterprises. Gao Wei and Qiao Kaihong first proposed that e-commerce is an effective way for small and medium-sized enterprises to exist and develop [4] , after which many researches on small and medium-sized enterprises' e-commerce has appeared. Especially in the years from 2005 to 2014, the researches about this topic were the most, the amount reached the peak in 2008, as shown in Fig. 1 . However, most of the studies explore the development strategy and model of small and medium-sized enterprises e-commerce from the perspective of national strategies and policies, for example, Tang Min and Gao Yongfa discussed the development of SMEs E-commerce from the development status of e-commerce in China [5] ;There are also scholars who explored the construction of SMEs e-commerce platform and technical protection from the perspective of computer science and technical means, such as Liu Xuejing's research topic: Alternatives of SME accounting networked software in Ecommerce environment [6] ; In addition, some scholars have discussed this topic from the perspectives of marketing [7] , finance [8] , internet technology [9] , finance and tax [10] , and investment [11] .However, there are not many researches that analyzed from the perspective of customer evaluation. Therefore, this paper is intended to make an attempt from this perspective in order to make a useful supplement to the research of this topic and provide SMEs with useful references on the development of e-commerce, and open up new research perspectives for other researchers.
III. RESEARCH DESIGN

A. Research Methods and Tools
Content Analysis Method is a research method that quantitatively, systematically and objectively analyzes the content of a given text. The essence of it is transform the information contained in the text from qualitative to quantitative, making it easy to count and analyze. That is to select data that can reflect the features, characteristics, attributes, etc. of the text content, and can be measured and calculated from the text. By this way the analysis results is relatively objective. This study uses content analysis method to analyze the customers' reviews to get a result of customers' perceptions of products, logistics, and corporate brands.
This research selects the Rost content analysis system invented by Professor Shenyang in Wuhan University as an analytical tool. This analysis tool has been widely used in China, having a series of text analysis functions such as microblogging analysis, chat analysis, full-network analysis, web site analysis, browsing analysis, word segmentation, word frequency statistics, English word frequency statistics, data flow analysis, cluster analysis, etc., and the system is stable.
B. Data Collection and Processing
We began to collect customer reviews from Goldeer's official flagship store in Tmall Mall in March 2007. From the opening of the flagship store to January 25, 2018,we have collected all customer reviews of 21 products sold by Goldeer in Tmall Mall. We have excluded comments without written descriptions (including reviews that only contain stars, expressions, symbols, etc.), merchants' responses to customer reviews and insubstantial comments. Merge repeated reviews from the same customer after one shopping behavior. After sorting and statistics, we got 31,421 effective comments, and the total number of words is approximately 710,000. We have collated and reviewed all comments, then removed punctuation marks, paragraph symbols, and English abbreviations in the text. Finally, the text is saved as "raw data.txt" waiting to be extracted participles and high-frequency feature words.
C. High-Frequency Feature Word Extraction
First of all, before extracting high-frequency feature words, we need to establish a customized vocabulary table and merge the words with the same meaning to provide convenience to the statistics of word frequency in next process. For example, compile the words "once again", "second time", "next time", etc. uniformly as "once again", compile "brand", "old brand", "Goldeer", etc. as "brand". Second, import the "raw data.txt" file into ROST, use the word segmentation function to segment the words, and automatically generate the "raw data-word segmentation.txt" file. Third, the "raw data -word segmentation.txt" file is once again imported into ROST. At the same time, the pre-established customized vocabulary table is imported together to extract high-frequency words and automatically generate "raw data -word segmentation -high frequency words. txt", open the file, after checking we can obtain high-frequency feature words related to the research topic, as shown in the following " Table I 
D. Construction of Content Analysis Categories
Through the high-frequency feature word statistical table and the semantic analysis chart (" Fig. 1") , classify the highfrequency feature words, and construct the customer evaluation content analysis category list, as shown in the following " Table II".   TABLE II 
IV. RESULTS AND DISCUSSION
After social and semantic network analysis is performed on the "raw data-word segmentation.txt" file, we can obtain the "raw data-word segmentation-line feature word-co-word matrix.xls" file. Using the Netdraw, a visualized graphic can be generated. It is shown in " Fig. 1 ". As can be seen from the figure, "effects", "mosquitoes", "mosquito coils", "taste", "satisfaction", "logistics", "packaging", "praise", etc. theses words are related to other words the most, and appear most frequently in customers' reviews. They are called the center node of the graph. The closer other words get to these words, the more closely they relate to them. From the comparison of the high-frequency feature vocabularies with the analysis diagram constructed in this study, the high degree of agreement between them shows that the results are reliable.
A. Analysis of High-Frequency Feature Words
From Table I , it can be found that the frequency of the Top 100 words differ a lot from each other. For example, the frequency of the first word "effect" is 5627, which is more than 50 times of the frequency of the 100th word "picture" (114 times).From this, we can see that the results are far from the cognition that most customers think pictures are important and "if there is a picture, there is the truth". Customers are more concerned about the effectiveness of the products. If you look at the second to fourth words, "taste (4753), mosquito (3412), mosquito coils (2976), and praise (2973)" are 
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essentially the same as the word "effect". In addition, from the high-frequency feature words "logistics" (1616), "packaging" (1252), and "affordable" (1082), it can be found that the customers' also concern about delivery and logistics speed, product and express packaging, the product cost performance, etc., which are basically the same as the previous analysis category.
B. Customers' Concerns
From the high-frequency feature words (" Table I" ) and the semantic network analysis diagram (" Fig. 1") , it can be found that customers concern about the effect the most, so we construct a semantic analysis map with the "effect" as a key word, as shown in " Fig. 2 " below. It can be found that in addition to product-related words, "effect" is closely related to "satisfaction", "praise", "repurchase", etc. Therefore, it can be inferred that the effect is the direct power to promote customers to buy again, and that online shopping customers are rational. 
C. Customers' Evaluation about Logistics
The semantic network analysis diagram is constructed with the keyword of logistics, as shown in Fig. 3 below. From the figure, we can find that words closely related to logistics include: baby (i.e., product), quickly, receive, praise, satisfaction, ship, speed, service, packaging, attitude, etc. This shows that customers are more concerned about the express delivery company selected by the store, and the shipping speed of the store is also one of the customers' focuses. Combining with the high frequency vocabulary, customers are more satisfied with the service of express delivery, the praises are more. This coincides with the condition that there are currently a number of express delivery companies in our country, the competition is fierce and companies have regarded service as their core competitiveness. 
D. Customer Satisfaction Evaluation
Construct the semantic network diagram with the keyword of "satisfaction", as shown in Fig. 4 . From the figure, we can see that customers' satisfaction with online shopping is mainly related to the product itself, logistics, packaging, effects, and quality. So the effect and quality of the product are the focus of customers, which coincides with the fact that customers concern that there are too many counterfeits in online shopping malls. However, from the content analysis table (" Table II "), the main reason for customers to choose online shopping is that it is convenient and affordable, but the semantic network analysis chart does not reflect the word "affordable", which can be inferred that customers really feel convenient through online shopping but don't feel affordable. Customers feel that the products' cost performance is not good enough, and online stores are not more favorable than physical stores.
E. Customer Evaluation Emotion Analysis
From the results of customer emotion analysis shown in Table III , the overall evaluation of Goldeer's Tmall flagship store is positive. From the analysis of positive emotions, there is only 4.18% of highly positive emotions, 11.58% of mediumlevel positive emotions. It can be seen that there is still a lot of room for customers to promote positive emotions. From the standpoint of negative emotions, the proportion of moderate negative emotions is 0.32%, and the proportion of highly negative emotions is 0. Almost all negative emotions are of a general degree. If the company can find the crux, truly understand the customers' complaints, it will be relatively easy to eliminate negative emotions of customers.
V. CONCLUSIONS AND SUGGESTIONS
A. Conclusion
From the data analysis of the sample, the customers' evaluation to Goldeer Tmall flagship store is relatively high. From the high-frequency feature words, semantic analysis and network analysis results, customers mostly concern about the actual effect of the product, the speed of logistics the second, product packaging and branding the third, the price of the product the last. From this, it can be seen that, first, online shopping customers are relatively rational, shopping online is to meet their actual needs. Second, customers really care about the logistics, which is also a test for stores and express delivery companies, especially during shopping festivals and statutory holidays. Third, product packaging is another major factor affecting customers' selection. However, packaging costs are one of the factors that companies have to consider. Companies need to think further about how to balance it. Fourth, costeffectiveness is not the most important factor in all factors. This may be due to the improvement of people's living standards. They are willing to pay more for really good products. This reminds companies that to improve product quality and provide satisfactory products for customers is the right direction.
B. Suggestions
(1) In view of the rational purchase behavior of online shopping customers, SMEs should really understand the needs of customers and provide them with high-quality products. Whether the company sells products on its own platform or on a third-party platform, only high-quality products can impress customers, enhance corporate brand and attract customers to buy again. After all, all other potential customers can see the customers' evaluation. This also explains why customers trust official flagship stores much more than non-official stores.
(2) Convenience and promptness are the main factors that attract customers to shop online. SMEs need to provide such services continuously. There are great psychological differences between online shopping and real store purchasing. Customers can immediately get the goods after paying in offline stores. If there are problems they can be solved at the scene. The customer has a high degree of trust for the store and a strong sense of obtainment. On the other hand, online shopping is not the case. The customer's psychological needs can not be met after paying the money until the customer receives the product. And the product quality is uncertain. Although the money can only be paid to the store after the customer affirms the product is received.
(3) Enterprises must improve the external packaging of their products. Online shops and physical stores bring different visual perceptions to customers, the goods in physical stores are real, but online stores can process photos by tools. It is deceptive. Most introductions of online goods is vivid. If the customer receives a product that is inconsistent with the online description, it constitutes a fraudulent act for the customer. Therefore, it is recommended that companies should pay attention to the matching of actual product packaging and online introduction, and at the same time improve the actual packaging to attract customers, which can also enhance the corporate brand.
4) The inertial idea "price is the most important factor in attracting consumers" of SMEs should be changed. As people's living standards being improved, customers may not care about the price of products, but more concern that whether enterprises can provide effective products. So SMEs need to change the behavior of price publicity, and should not be caught in the whirlpool of price competition.
C. Research Insufficiency and Follow-up Study Suggestions 1) Research insufficiency:
We use customer online shopping evaluation as the sample, use ROST for content analysis, although it has been objective as far as possible, there is a gap between the research results and actual situation. Because many online shops encourage customers to express favorable comments on the website with paying rewards to them, some evaluations cannot truly reflect customers' feelings.
2) Follow-up study suggestions: In order to make the research results closer to the actual situation, other similar companies can be chosen to repeat the research process. We can compare the results to verify whether the research results are valid.
If having the condition, merchants are recommended to set up questionnaires and distribute them to online shopping customers for quantitative analysis to make the research results more accurate, more instructive, and of more reference value.
